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Liquor Buying And Consumption Behavior 
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Introduction 

In 2016 the annual consumption of alcoholic per person grasped up to 5.7 liter and it’s a rise 

of approximately 140% subsequently from year 2005. The reasons behind this growth in the 

market are cumulative in urban population and middle class with a rising spending power, 

which makes it largest around the globe. By 2020 the annual consumption of liquor and its 

related beverages was expected to touch 6.53 billion litters. 

In the measured time period the accountability related to the imported liquor and its related 

beverages, the market cap is only 3%. On the other hand the country liquor accounted of 

about 48 % of the total market cap and share. 

China is the first largest global spirits market by volume followed by Russia at the second 

place, while India stands at third place of global spirits market which makes it one of the 

wildest growing markets around the globe. The key target population for them are the young 

peoples and women which they assertively focusing on these vulnerable groups in the 

domestic alcohol industry through their marketing strategies and campaigns.  The 

international alcohol industry had joined hands with the domestic lobby tap to untouched 

market in India which is not a surprise for a developing nation just like India. 

The Indian alcohol industry mainly categories into four types of alcoholic products which are 

given below:  

• Indian Made Foreign Liquor (IMFL) 

• Indian Made Indian Liquor (IMIL or Country liquor) 

• Beer 

• Imported liquor  

Indian Made Foreign Liquor and Indian Made Indian Liquor are most favored forms of 

alcohol in India. 

                                                           
* Research Scholar, IMSAR, MD University, Rohtak 
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Figure 1.1 

Structure of Alcohol Industry in India 

 
 

As figure 1.1shows that Indian Made Foreign Liquor (IMFL) had 36% market share which 

affordable and competitive in pricing so it comes within the spending power of the 

individuals (Mostly South Indians). This industry mostly focuses on the people which are 

above 35 year of age. As far as Indian Made Indian Liquor (IMIL) concerns, it had 48% 

market share which have cheap price i.e. the driving factor for the consumption of IMIL, 

which makes it at first position in India as regards to the beer industry which had 13% market 

share in Indian alcoholic industry. Beer comes under expensive segment so they only focus 

on young peoples of urban cities up to the age of 18-40 years. As according to imported 

liquor industry, it had 3% market share in Indian alcoholic industry and it comes under luxury 

segment so they only focuses on the persons/Women age of 35 years and above of 

metropolitan cities. 

To attract non- alcoholic drinkers the industry launched new products such as flavored 

alcoholic beverages and drinks so that the accessibility of alcohol is growing in India. To 

achieve this target they opened stores and outlets in shopping malls at popular market places. 

Simultaneously in some states they sold their certain alcoholic beverages like wine and beer 

in supermarkets and superstores to further increase their availability. As for increasing sale of 

alcoholic beverages they opened lots of multiple outlets and stores which affect the 
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accessibility of alcohols, the physical availability of alcohol leads to rise in alcohol 

consumption and alcoholic related harms. 

Exhaustive rendezvous of the alcohol industry is pragmatic in social initiatives and policy 

related activities which come under the broad framework of corporate social responsibility 

(CSR). In today’s scenario a more focused strategy of this industry is framed in favor of 

political and economic interest. 

Figure 1.2 

Profile of Indian Alcohol Companies 

 

As per figure 1.2 at global level Indian liquor industry comes at third place with the value of 

$35 billion. In Indian context this industry is categories into three major parts: 

• Indian Manufactured Foreign Liquor (IMFL) 

• Beer 

• Homemade liquor. 
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In IMFL category, Whiskey leads the most, so India becomes at the top whiskey industry in 

the world. 

In India there are six major companies which dominate the most in liquor industry. These 

companies are as follows; Globus Spirits, Radico Khaitan, Empee, Mohan Meakins, United 

Breweries and United Spirits Ltd. 

United Spirits Ltd. Company has 53% market share and Radico Khaitan Company has 12% 

market share in the IMFL segment. 

United Breweries Company has 48% market share and Mohan Meakins Company has 6% 

market share in the Beer segment. 

Consumers’ attitude towards Liquor Consumption  

The progression and worldwide activity of organizations have given a chance to the 

clients/buyers to choose one out of different comparable items accessible in the market. The 

worldwide pattern in the market has influenced the shopper's conduct, as it were, regardless 

of whether it is an instance of dealer working in global, provincial, nearby level or an 

instance of buyers engaged with buying consumable/mechanical items. Because of 

globalization of business and changed arrangements of the administration the vehicle 

business has seen a noteworthy offering prospect. Numerous multinational organizations 

have entered to shred, transforming the commercial center into a virtual war zone. Today 

purchasers have numerous alternatives and are greatly improved outfitted with data to look 

over these accessible choices. The buyer presently displays an entirely unexpected conduct 

what they used to do in a directed market.  

The presence of any business is because of unfulfilled needs and needs of the buyer. To 

satisfy necessities of purchaser, items/administrations are presented in the market by business 

association. In this way, careful information of shoppers and comprehension of their conduct 

is must for a significant presence of any association.  

The behavior of the procurer can be classified as per the optimal procedure and physical 

action occupied with while assessing, procuring, utilizing or discarding merchandise and 

services. A comprehension of shopper conduct is of basic significance to all individual 
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occupied with any type of marketing movement. This understanding empowers the 

advertisers to discover conduct of purchasers, to impact their practices and to control the 

affecting factors to pick up advantage.  

The development in the extent of organizations and markets has brought forth the promoting 

exploration and customer conduct that has turned out to be one of the central purposes of 

marketing. This is being inquired about broadly. The items are intended to fit into shoppers' 

discernment. The items are dispersed according to the customers' comfort and promoted to 

convey purchasers and at last impact their conduct for its offers. Since the stakes in the 

business are high, rivalry is too solid and disappointment of the business is excessively 

unsafe. In this way, it is alluring to survey the purchasers' conduct and their inclinations and 

possession in mind and the end goal to stay aggressive in alcohol industry. 

The buyer's purchasing behaviors, as indicated by analysts, is a region for top to bottom 

investigation for proposing distinctive helpful promoting procedures. In the present time, the 

data innovation is developing at quick rate. This has made colossal rivalry in the market. The 

upgraded significance of shoppers' conduct, in the ongoing advancement of data framework, 

has incited an enthusiasm for analyzing the purchasing/buying in example of bikes by buyers.  

Conceptual framework of Consumption Behavior  

In prior occasions, promoters could grasp customers well through the everyday practice to 

pitch them. Be that as it may, as businesses and advertisers have developed in measure, many 

promoting leaders lost direct relations with their patrons and they have swung customer to 

look into.  

The market reminders comprise of the four points: 

• Item 

• Value 

• Place 

• Advancement 

Other reminders incorporate real powers and occasions in the purchaser's condition, for 

example, monetary, mechanical, radical and social. These market reminders enter the 
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purchaser's black box, where they are transformed into an arrangement of visible purchaser 

reactions, for example, item decision, mark decision, merchant decision, buy timing and buy 

sum.  

Variables Influencing Consumer Behavior  

Purchaser conduct is prejudiced by a large group of dynamics, extending from discrete 

inspiration, needs, qualities and qualities, identity traits, financial and social underpinning, 

age, sex, capable status to social impressions of different kind which was applied by different 

families, acquaintances, cronies and society in general. The mix of these different elements 

delivered an alternate effect on every last one of us as showed our diverse conduct as 

shopper. Mental factors, for example, singular shopper needs and stimulations, thanks, 

statuses of mind, the learning procedures and identity qualities are the semblances, which toil 

crosswise over various sorts of entities and impact their conduct. Among the social impacts 

persuading conduct, we can characterize the impression of family, companions, pioneers and 

the social condition to which the customer has a place 

Factors Influencing Consumer Behavior 

There are basically four factors which influence the consumer behavior i.e. 

• Social Factors 

• Social Groups 

• Individual Factors 

• Mental Factors 

Social Factors:  

Cultural fundamentals apply the widest and most thoughtful impact on customer conduct. 

The promoter needs to understand the mock by the customers' way of life, sub culture and 

social class.  

• Culture: It is the supreme fundamental goal for individual's desires and conduct. 

Human behavior is very difficult tolearn. Experiencing childhood in a general 
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public, a kid learns fundamental esteem, recognitions, needs and conduct from the 

family and other grave foundations.  

• Sub-Culture: Each culture contains littler sub-societies or assemblies of 

individuals with collective esteem contexts in view of basic beneficial 

happenstances and conditions. Sub-societies include races, racial gatherings, 

religions and statistic spots. Many sub-societies make up domineering market 

shares, and promoters frequently plan items and marketing programs clubbed to 

their requirements. These components will impact the shopper's nourishment 

inclinations, dress decisions, amusement exercises and vocation objectives.  

• Social Class: Social classes are the general public's relative uninterrupted and 

requested separations whose entities share comparable esteem, comforts and 

practices. Social class isn't controlled by an introverted factor, for example: salary 

is yet projected as a mix of occupation, wage, training, assets and different factors. 

Social class indicates particular item and brand inclinations in zones, for example, 

dress, home furniture, recreation exercises and vehicles. 

Social Groups:  

Consumer's behavior is likewise affected by social factors, for example, buyer's little 

assemblies, family and social parts and position. Keeping these components in to thought, the 

advertisers and organizations should outline the market methodologies for better reaction 

from buyers.  

• Reference Groups: A man's conduct is affected numerous little gatherings. The 

essential gatherings are, for example, family, companions, neighbors and 

colleagues. Auxiliary gatherings are, for example, religious gatherings, proficient 

affiliations and exchange associations. The reference bunches are the gatherings 

that fill in as instant purposes of inspection or reference in shaping a man's 

disposition. Individuals frequently are impacted by reference bunches that they do 

not have a particular place with.  

• Family: Family individuals can firmly impact purchaser conduct. We can 

recognize two families in the purchaser's life. The purchaser's folks make up the 

group of introduction. Guardians give introduction to their individuals regarding 
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religion, governmental issues and financial aspects and a feeling of separate 

aspiration, self-worth and love.  

• The group of reproduction- The purchaser's life partner and youngsters impact 

each day purchasing conduct. The family is the grave purchaser in the general 

public, and it has been scrutinized broadly. Promoters are keen on the parts and 

relatives impact of the life partner, and youths on the purchase of substantial of 

assortment of items and administrations.  

• Role and status: The individual's situation in each gathering, (for example, family, 

clubs and association) can be characterized both part and eminence. A part 

comprises the exercise that entities are trusted upon to accomplish as specified by 

the people around them. Every chunk delivers a status, which reflects the general 

regard given by the society. Entities frequently pick items that demonstrate their 

status in the general public.  

Individual Factors:  

The purchasing choice of customer/purchaser is likewise wedged by individual traits, i.e. 

purchaser's age and life-cycle form, profession, financial condition, way of life and identity 

and self-idea.  

• Age and Life-Cycle position: The purchasers change the products and enterprises, 

they purchase over their generations. Tastes in nourishment, fashions, furniture 

and theatres are regularly age related. Purchasing is additionally formed by the 

phase of the family life cycle. Advertisers should focus on the changing 

purchasing intrigues that may be related with these grown-up sections.  

• Occupation: A man's occupation affects the merchandise and enterprises 

purchased. Hands on specialists tend to buying more garments, though desk 

laborers buying more suits and ties. Promoters endeavor to recognize the word 

related assemblies that have a better than expected enthusiasm for their items and 

administrations.  

• Economic Condition: The financial state of purchaser regularly influences the 

item decision and purchasing choice. Promoters of salary delicate goods nearly 

watch inclines in individual wage, investment funds and financing costs. On the 
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off chance that economic markers point to an evacuation, promoters can find a 

way to overhaul, reposition and repeat their items.  

• Life Style: As the era changes, the way of life of the general population 

additionally changes. The living style of human being is a man's example of living 

as communicated in his or her exercises, interests and beliefs. Method of life 

clasps something more than the entity's social class or identity. The man’s profile 

is the best example of acting and its complete coupling on the planet.  

• Personality and Self Concept: Everyone has a particular identity and it controls 

their buying choice. Identity introduces to various mental characteristics that 

prompt relative predictable and enduring reactions to one's own particular 

condition. Identity can be valuable in dissevering consumer conduct for certain 

item or brand decisions.  

• The purchasing choice of a man's implicit the self-idea and in addition towards its 

impacts on their purchasing choice. To grasp buyer conduct, the promoters should 

first comprehend the connection between buyer self-idea and belonging. At that 

point, the purchasing choice can be made arranged towards the particular item.  

Mental Factors:  

The purchasing choice and conduct of shopper for a specific item is likewise impacted by 

four remarkable mental constituents. These are stimulation, discernment, learning and beliefs 

and mentalities. The same are clarified in the accompanying headings:  

• Motivation: The inspiration is an internal express that activates real vitality and 

guides it in particular design towards objectives generally situated in the outer 

environment. A man has various necessities at a given time. Some are ‘natural’ 

emerging from conditions of strain i.e. appetite, thirst or uneasiness. Others are 

mental unindustrialized from the prerequisite for acknowledgment, regard or 

having a place. Advertisers do their best to spur the purchasers and draw in them 

for a specific item. Therefore, the inspiration helps in impacting the purchasing 

choice of purchaser as it were.  
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• Perception: It is the process by which an individual can select, compose and 

translate data to form a significant picture of the world. Inspiration makes the 

people prepared to purchase the thing, and discernment makes the individual 

rationally prepared for choosing a specific brand of thing. Marketing directors 

attempt endeavors, with the goal that the purchasers get affirmed to purchase that 

thing or administrations.  

• Learning: Learning depicts vicissitudes in person's conduct evolving as a matter of 

detail. Learning can happen through the operation of drives, improvements, 

cyphers, reactions, and strengthening. The reasonable importance of learning 

premise for promoters is that they can develop interest for an item by partner it 

with solid drives utilizing driving signals and giving uplifting feedback.  

• Beliefs and Attitudes: Through doing and learning, an individual attain their 

persuasions and approaches. They affect the buying conduct of consumers. A 

persuasion is an unmistakable felt that a man has about something. A ‘state of 

mind’ portrays a man's generally predictable assessments, sentiments, and 

propensities towards a thought or protest.  

Consumers' Decision  

In the present setting, the customers get numerous data within reach because of the data 

insurgency. Media (electronic and print), TV, Radio and satellite correspondence have made 

simple to shoppers to pick the best items accessible in the market for their utilization. The 

advertisers need to assume a key part in drawing in the potential purchasers for their items. 

The purchasing choice changes according to the data accessible with the shopper before 

purchasing a specific item. Data accessible through Internet with the assistance of digital TV 

has made another measurement in settling on choice before the purchasing any item. 

Consequently, the choice of purchasers depends a considerable measure on the data 

accessible with the purchasers.  

Settling on a choice to purchase any thing is a reason and cognizant process in which the 

purchaser assesses every one of the accessible contrasting options to choose the best among 
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them. Every choice, one makes, includes a complex mental exercise involving dynamic 

thinking, however at first glance, it may not generally is by all accounts so.  

Stages in the Buyers' Decision Process  

In settling on a buy choice, a purchaser regularly experiences the accompanying five phases:  

1) Problem Recognition: The purchasing process begins with the purchaser perceiving the 

need or issue. This need happens for supplanting an old thing with new one on account of 

its poor execution, transitory stage or not ready to satisfy the prerequisite. It might occur 

for family things, official utilize things, modern or agrarian executes. Along these lines, 

the advertisers must see how and when purchasers settle on decisions and they can 

encourage those kinds of items accessible in the market.  

2)  Pre-Purchase Information Search: This is of two sorts:  

• Internal Search: It alludes to reviewing important data put away in the memory.  

• External Search: It alludes to the think and intentional looking for of new data in 

regards to the item/mark under thought.  

3) Assessment of Alternatives: The purchaser's ultimate conclusion for obtaining relies upon 

item trait, the relative significance of each credit to the customer, mark picture, 

mentalities towards the distinctive brands or options under thought. This phase of the 

purchasing choice process gives the advertiser a relative significance joined to each 

property by different purchaser fragments, adjusting convictions and states of mind about 

his own image, and pointing out disregard item characteristics.  

4) Buying Decision: After ascertaining everything, purchaser takes choice to purchase that 

thing. At the last stage likewise, the purchaser's choice can be affected by giving some 

exceptional value rebate and pull in the purchaser towards the item. In this, advertiser 

assumes an exceptionally vital part.  

5)  Post Purchase Decision: After obtaining the thing, the purchaser finds that the execution 

and utility matches up to his desire. The fulfillment will strengthen the purchaser's 

apparent ideal picture of the brand, which is probably going to be stretched out to the 

whole scope of items fabricated by the organization. A fulfilled client is, accordingly, a 

great wellspring of impact for potential clients. 
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In this manner, one would now be able to value the numerous individual attributes and factors 

influencing on purchaser conduct. The data innovation which has accomplished new 

measurements in the ongoing past has adequately impacted the shopper's conduct particularly 

in the field of brand choice and purchasing behaviors. The business sectors in some cases 

confront troubles for persuading and affecting the purchaser's ruling for a specific item.  

The consumer's decision results from the mind confusing transaction of culture, social, 

discrete and mental elements. Albeit, a significant number of these components can't be 

impacted by the advertiser, they can be helpful in distinguishing intrigued purchasers and in 

forming items and claims to all the more likely serve their requirements.  

Authoritative purchasing Vs. Buyer purchasing  

Marketing hypothesis generally parts investigation of client conduct into two general 

gatherings for investigation – Consumer Buyers and Organizational Buyers.  

Customer purchasers are the individuals who buy things for their own utilization. 

Authoritative purchasers are the individuals who buy things for the benefit of their business 

or association.  

As opposed to buyers, authoritative purchasers speak to those ‘purchasing merchandise and 

ventures in the interest of an association with the end goal of the advancement of hierarchical 

targets (Lancaster, 1999). Prior to featuring a portion of the contrasts between the two, 

notwithstanding, it is essential to alert against over focusing on the distinctions. For example, 

you may go over a few creators who contend that purchasing products for one's managers 

makes purchasers more alert and normal than when buying shopper merchandise secretly. 

Happen to the highlights of hierarchical purchasing which is not the same as the customer 

purchasing can be abridged as:  

• Setting for Buying: For purchasers, the purchasing unit is inside the family unit, 

though for the hierarchical purchaser, the setting is inside the firm. This implies as 

a mechanical advertiser focusing on the hierarchical purchaser, one must assess 

factors, for example, purchasing methodology, levels of specialist, et cetera, 

factors not pertinent in customer marketing.  
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• Specialized/Commercial Knowledge: You will see that for the most part, the 

authoritative buyer will be a prepared proficient, more educated than the normal 

shopper buyer. This can regularly require a totally extraordinary deals approach.  

• Contact with Buyers/Distribution Channels: You will locate that hierarchical 

markets are normally more topographically thought than customer markets. 

Factors, for example, nearness to accessible work, crude materials, and 

transportation offices frequently direct an industry's area. Also, contrasted with 

shopper markets, there can be far less potential clients. Taken together, these 

factors imply that you, as a modern advertiser should typically keep up undeniably 

immediate and individual contact with his or her potential customers.  

• Number of Decision-Makers: Normally in buyer obtaining, the quantity of 

individuals engaged with the basic leadership process can be little; i.e. an 

individual, a couple, a family, and so forth. In hierarchical purchasing, be that as it 

may, considerable number individuals can be associated with the obtaining 

procedure. This can mean contrasts in both the quantity of individuals promoting 

interchanges must endeavor to persuade and that very extraordinary choices may 

develop because of gathering elements than might at first be foreseen based on 

singular exchanges.  

• Inferred Demand: Organizational purchasers regularly constantly modify their 

purchasing choices based on anticipated deals figures, purchasing more units 

when gauge deals are higher. The outcome can be a kind of ‘pendulum impact’, 

with a thump on impact all through the purchasing chain as each chain part 

changes its purchasing behaviors in like manner.  

Conclusion 

The buyer conduct has various applications in the accompanying zones of promoting viz. 

Investigating market opportunity: Study of buyer conduct helps in distinguishing needs and 

needs which are unfulfilled, this is finished by looking at patterns in pay, purchaser's ways of 

life and rising impacts, As I have taken contextual investigation of purchasing behavior of 

lagers by the buyers of Lucknow city so by contemplating patterns in wage, shoppers' way of 

life, their inclinations, and other related issues will give open door for advertisers for 
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evaluating the interest for the bikes. The investigation of purchaser patterns would uncover 

unmistakable gathering of customer with extremely particular need and wants, knowing who 

these gatherings are, the manner by which they carry on, how they choose to purchase, 

empower the advertiser to marketing item/benefits exceptionally suited to their requirements, 

By contemplating buyer conduct, the advertiser can design and can fragment the prospects in 

a successful way. He would position his in that region in which individuals can stand to pay 

effortlessly. Deciding the Product Mix: Today the greater part of the organizations fabricating 

the bikes delivers the assortment of brands keeping in mind the end goal to meet the differing 

need of the buyers, The information of shopper is most valuable in deciding the item blend 

and place the item in a superior and powerful way.  
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